


























































































































































































































































































































































































































































































PHILIP MORRIS USA 


INTER-OFFICE CORRESPONDENC 

120 PARK AVENUE, NEW YORK, NY 10017-5' 


TO: Sonya Rush, Alina Rothman DATE: February 16, 1999 

FROM: Maria Pitallano 

SUBJECT: Virginia Slims Pool 6 Research 

Attached is a copy of the moderator’s report from Pool 6 Advertising Research. The 
objective of this research was to explore aduit female smokers' reactions to the Virginia 
Slims Pool 6 advertising executions, and to understand the imageiy communicated, 
particularly each execution’s relevance and perceived fit with Virginia Slims. 

METHODOLOGY/SAMPLE 

A Total of 8 mini groups (5-6 respondents each) were conducted on January 11-12, 1999 in 
Tampa, Florida. Each group, which consisted of aduit female smokers, evaluated a total of 
11 executions for Virginia Slims. The groups were divided into Virginia Slims and 
competitive 100's smokers, and age groups ranging from 25-34 (young adult life stage) and 
30-39 (older adult life stage). 

KEY FINDINGS/IMPLICA TIONS 

Executions in this pool of advertising illustrated the Virginia Slims woman in day-to-day 
situations. While less aspirationa! in tone than previous pools, the day-to-day context 
tended to reinforce the idea that the VS woman is to be admired, yet is also approachable. 
In addition, respondents’ interpretations of some of the executions appeared to be driven by 
life stage issues. For instance, older female smokers responded favorably to executions 
which play on male/female views on relationships or executions with romantic overtones. 
Meanwhile, young adult female smokers (who may have not been in very long relationships) 
reacted negatively to those executions, preferring executions which focus primarily on the 
woman, and focus less on the relationship. 

Executions in this pool that generated appeal across all age groups incorporated one or 
more of the following elements: 1) the image of an independent and confident woman 
(consistent with the Virginia Slims heritage), 2) statements reflecting "basic truths", and 3) 
executions which challenge male/female stereotypes in a lighthearted manner. 

The following 5 executions received positive responses: 

• "Actually, bathroom towels should say 'hers’ and 'hers, too."’ - and - “We pack for weather 
changes, mood changes, schedule changes. You pack for a change of underwear.” 

Most women identified with and appreciated the humor of the sentiment being 
conveyed in both of these executions. Some women viewed these statements as 
“truisims" and found them to be personally relevant. Others interpreted the women in 
the executions as either strong and independent who "takes what she needs” (“Towels") 
or “organized” and “prepared for anything" ("Packing”). 

• "One of the sexiest moves a guy can make? Voluntarily cleaning up”; “What we look for 
in a car is what we look for in a man: low mileage and easy maintenance"; - and - “The 
man of our dreams? A poet/bodybuilder/gourmet cook and a darn good mechanic." 

Most respondents respondend favorably to the lighthearted manner with which these 
executions challenged male/female stereotypes. These executions appeared to reflect 
respondents' aspirations regarding their relationships with men (“It would be the sexiest 
thing if my husband would,..clean up anything.’’). The women in the groups also felt 
that the statements evoke images of confident women who know what they want. 


Source: https://www.industrydocuments.ucsf.edu/docs/pqlm0004 
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The following 3 executions received mixed responses: 

• “Be careful what you say in your sleep. You will be held accountable."Slow dancing is 
easy. Think of it as a long hug that’s not going anywhere fast.” - and - "If we say, 'They’re 
playing our song/ start humming. Whether you know it or not." 

Many older female smokers, particularly those in long term relationships, found these 
executions humorous and personally relevant. These women tended to view these 
executions as reflecting common situations experienced in a relationship. Young 
adult female smokers generally rejected these executions, as they interpreted the 
women in these ads to be insecure, controlling, and/or manipulative. 

The last 3 executions received generally negative responses: 

• "Occasionally, we need to adjust ourselves too. LVe just like places more private than 
national TV.”; “So much advice , so little time." - and - "Shabby chic is hot. Your favorite 
old ripped sweatshirt is not.” 

Respondents had difficulty interpreting “adjust”, with many not being able to link this 
communication with male sports players adjusting themselves on national TV. 
Meanwhile, women did not feel that “So much advice...” fit with the idea of a confident, 
independent Virginia Slims woman. Respondents also were unfamiliar with the term 
“shabby chic” (many thought it was “shabby chick”), which led to a misinterpretation of 
the ad’s intent (“Is it okay for her to be dressed that way, but not him?”). 
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